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先对医疗信息行业进行了分析；接着介绍了 A公司的概况和现状，利用 PEST 模
型分析了 A公司所处的宏观环境，利用波特五力模型分析了 A公司所处的竞争态
势；然后根据营销 STP 理论分析了 A公司的市场细分、目标市场选择、市场定位；

























China’s medical information industry is going to flourish with deepening of 
medical reform directed by China’s Twelfth Five-Year Guideline and rapid 
development of IT technologies. Electrocardiogram information system is part of 
clinic information system (CIS), as well as an important part of hospital 
information-based construction. Company A, one of most important suppliers of 
electrocardiogram information system in China, offers competitive products and 
possesses a high market share. How to win in the fiercer and fiercer competitions 
arisen from the rapid development of this industry? Besides offering high quality 
products and service, the key is making clear and feasible marketing strategies. 
This article studies Company A’s marketing strategies according to relevant 
marketing theories. It analyzes the medical information industry firstly; makes a 
presentation on the company; analyzes the environments where the company exists 
based on the PEST model; makes use of Porter’s Five-Strength model to analyze the 
company’s situation in competition; and then studies the company’s market 
segmentation, target market choosing and market positioning according to the STP 
theory; finally elaborates and analyzes the company’s marketing strategies based on 
the 4Cs theory. 
The thorough analysis on Company A helps make a clear thinking and find out 
problems. In the meantime, Company A’s good practices can be used as references by 
other companies in this industry. 
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第一章  绪论 
本章将着重介绍本文的研究背景、研究内容和思路。 



















































本文第六章为 A 公司的营销策略分析，主要运用 4Cs 理论分别分析 A 公司在
如何满足客户需求、客户沟通、方便客户购买和客户愿付成本这四个方面的一些
做法。 















第二章  营销理论综述 
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第一节  营销传统理论综述和挑战 









                                                        

























4Ps 理论之所以备受重视，主要基于 2个方面的原因：一是 4Ps 理论的四要
素比较直观，且具有较高的可执行性，企业能够较为容易的控制营销的过程；二



















                                                        






























基于 4Ps 理论的不足，1990 年，美国学者劳特朋（Robert Lauterborn）教授率















                                                        
①李晏墅，市场营销学 [M] .北京：高等教育出版社.2008.P203-206 
②














































                                                        

























经营要遵循双赢的原则，这是 4Cs 理论需要进一步解决的问题。  
第二节  多种营销理论的融合 

















                                                        
① 4R 理论：具体指市场反应(Reaction)、客户关联(Relevance)、关系营销(Relationship)、利益回报(Retribution) 





























根据卫生部公布的统计数据，截止 2011年上述国内卫生机构数量为 278,337 
家。除了医院外，我国医疗卫生机构还包括卫生院39,860 家、门诊部(所)180,752
家、妇幼保健院(所/站)3,011 家、疾病预防控制中心 3,534 家、专科疾病防治
机构 1,310 家，疗养院(所)210 家、社区卫生服务中心(站)24,260 家、卫生监
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